Abstract-This study aims to investigate the effect of entrepreneurial marketing dimensions namely: pro-activeness; calculated risk-taking; innovativeness; opportunity focus; resource leveraging; customer intensity and value creation on competitive advantage in small Medan culinary souvenir industry in Jalan Mojopahit Medan, Indonesia. This study uses thirty-four samples. Data analysis used in this study is multiple linear regression. This multiple regression analysis indicates that entrepreneurial marketing has significant and positive effects on competitive advantage
I. INTRODUCTION
According to the Ministry of Industry of the Republic of Indonesia, the contribution of micro, small and medium enterprises to gross domestic product (GDP) is 60.3 percent. This sector also contributes to the employment of 97.22 percent. The SME sector plays an important role in improving the economic growth of Indonesia. Therefore, SMEs should be further developed to improve the Indonesian economy. One of the most important elements in the development of SMEs is marketing. Marketing plays a significant role in large organizations, but it cannot be denied that marketing is more crucial in small and medium enterprises due to the loss or increase of one consumer will greatly determine the viability of the business [1] . But marketing theory in big companies cannot be totally implemented in SMEs [2] . That is why to win the competition with existing competitors in the marketplace, business owners are required to see opportunities better and use available resources and expertise to enhance and innovatively create value in the marketing process [3] . The business owner must consider market uncertainty as common and try to take advantage of the opportunities created by the changes [4] .
Entrepreneurial marketing (EM) is a concept created from two sciences: marketing and entrepreneurship [5] . Entrepreneurial marketing is a science developed to explain the part of marketing that cannot be explained by existing traditional marketing concepts and theories [6] . Entrepreneurial marketing is based on the needs and development of marketing management competence and try to innovate in parts that can still be developed. Therefore, entrepreneurship deals with marketing and marketing related to entrepreneurship [3] . With entrepreneurial marketing, the entrepreneurial marketing mix is easier and more complicated than conventional marketing which uses traditional marketing techniques [7] . If an entrepreneur can apply entrepreneurial marketing in its marketing activities, the opportunities for achieving competitive advantage will be greater. Therefore, entrepreneurial marketing is important to be learned by small and medium business owners if they want to grow big in the business that they are working on.
This study aims to investigate the effect of entrepreneurial marketing (pro-activeness; calculated risk-taking; innovativeness; opportunity focus; resource leveraging; customer intensity and value creation) simultaneously and partially on competitive advantage in small culinary souvenir industry in Jalan Mojopahit Medan, Indonesia.
II. LITERATURE REVIEW AND HYPOTHESIS

A. Entrepreneurial Marketing
The limitations of small and medium-sized businesses in marketing create a theory that combines marketing with entrepreneurship. Entrepreneurial marketing is a term often associated with marketing activities in a small business which has limited resources and must rely on creative and elementary marketing tactics utilizing personal social networks [8] . Implementation of entrepreneurial marketing can generate more value for customers and organizations. Entrepreneurial marketing also explains how decision makers can use limited resources to optimally solve problems [9] . Innovation is the implementation of the idea in practice.
Entrepreneurial marketing is the result of entrepreneurial interpretation of information, decision-making and marketing action. Entrepreneurial marketing is a passion and orientation as well as a process for pursuing opportunities, creating and developing value-creating efforts for customers through relationships by applying innovation, creativity, sales, marketing, networking and flexibility [10] . It is a fact that entrepreneurial marketing is on a different level of understanding and complexity of traditional marketing concepts. 
Pro-activeness
Proactive can be interpreted as taking action or initiative to do something to achieve the intended purpose [11] . A proactive person is more likely to take responsibility for creating a creative change and effort when equipped with abilities and supports [12] . Pro-active orientation as marketers defines external conditions to reduce uncertainty and reduce dependence and vulnerability. Proactively reflects the willingness of an entrepreneur to dominate a competitor with a combination of proactive and aggressive attitudes [13] .
Opportunity Focus
Opportunity is an unidentified market position that holds a sustainable profit potential [8] . The biggest challenge of an SME is to identify and seize the opportunities [13] . Business performance rests on business opportunities resulting from an emerging activity. Opportunities are a source of sustainable profit potential [7] thus, the ability to determine and pursue existing opportunities is a core ability in determining the success of an SME [14] . Although the idea and creativity of the business owner is essential in business, the idea and creativity will be useless if not supported by the ability to identify opportunities that exist in the market [15] . From the results of the research of Refrence [16] , entrepreneurial experience, market sensitivity, and knowledge positively influence the identification of opportunities for an entrepreneur.
Customer Intensity
This dimension is based on a customer-centered orientation by using innovation to create, build and maintain customer relationships [14] . The number of customers has an essential role in the survival of small and medium enterprises due to the loss or increase of one consumer will greatly determine the survival of the business [1] .
Satisfied customers will benefit businesses in the short and long term because customer satisfaction is closely related to customer loyalty, trust and emotional components in the relationship between customers and businesses [17] . Other research indicates that not only optimal service has an effect on customer satisfaction, but product quality and production performance of a company is also not less important with optimal service given to the customer [18] .
Innovation
Innovation is the process of creating something new [19] and combining existing resources in new and more productive ways [4] . Innovations range from the creation of new products that can transform the industry up to the development of waste disposal methods in the production process [20] . Innovation is the core of the entrepreneurial process [19] .
According to reference [21] innovation has three dimensions: product, process, and market. To enhance the ability of innovation, SMEs can also develop an entrepreneurial orientation strategy because entrepreneurial orientation positively affects the ability of innovation [22] .
Risk-Taking
Although opportunity brings the possibility to make profit, in pursuit of the profit, the calculation of possible losses must be done [1] . Reference [23] stated that there are seven factors to improve the effectiveness of risk management in risk-taking procedures: commitment and support from top management, communication, culture, information, organizational culture, training, and trust.
But not every business takes a risky step. An effort that feels in a superior position in the competition prefers to make safe decisions and avoid risky decision-making. Conversely, businesses that feel less superior in the market competition are more likely to take more risky decisions to compete with existing competitors in the market [24] .
Resource Leveraging
The most essential resource for a company is the human resource who contribute his work, talent, creativity and morale for a greater purpose [7] . To win the competition in the market, SME owners not only focus on product diversification, but also resource diversification can also help SMEs to excel in competition by increasing the production capability. This way, SME owners can maximize production effectiveness and efficiency [25] .
If the efficiency and effectiveness of production have reached its peak, SME owners can start selecting production factors that have the following criteria: valuable, rare and nonreplicable. Sustainable competitive advantage can be achieved if one utilize the resources mindfully [26] .
Value Creation
Entrepreneurial marketing is a package of processes for creating, communicating and delivering value to customers [5] . The focal point of Entrepreneurial Marketing is the creation of innovative value, on the assumption that value creation is a requirement for transactions and relationships [7] . Value creation does not occur in a single transaction. It is created in the long term with the support of the ability of SMEs in providing peace of mind in consuming the product, certainty, and clarity of the product and no worries in consuming the products offered to the customers [27] . Value is created through improvisation, and there are many ways to do it. Consciously trying to reinforce existing values and create new values is one way but requires a lot of information as value is not a universal necessity".
B. Competitive Advantage
Competitive advantage is the heart of corporate performance in competitive markets [28] . Competitive advantage shows that a business has better business performance than competitors who are in the same industry using its assets and competencies [4] . Sustainable competitive advantage is the result of implementing value creation strategies that are not periodically incorporated by competitors, and other businesses cannot duplicate the benefits of the method used [29] .
There are two dimensions of competing advantages according to reference [30] 1. Cost advantages: The price is lower than competitors.
Differentiation advantages: Different products from
competitors ranging from product delivery to product usage.
C. Micro, Small and Medium Enterprise
In accordance with Undang-Undang Nomor 20 Tahun 2008 in Indonesia regarding Micro, Small and Medium Enterprises (MSMEs), the definition of MSME is as follows:
1. Micro enterprise is productive business owned by individual and / or individual business entity fulfilling the criteria:
a. Having a net worth of at most Rp50.000.000 (fifty million rupiah) excludes land and building of business premises.
b. Has annual sales of at most Rp300.000.000 (three hundred million rupiah).
2. Small enterprise is a stand-alone productive economic enterprise, carried out by an individual or a business entity which is not a subsidiary or not a branch of a company owned, controlled or constituted either directly or indirectly by a medium or large-scale business that meets the criteria :
a. Having a net worth of more than Rp50.000.000 (fifty million rupiah) up to a maximum of Rp500.000.000 (five hundred million rupiah) excluding land and building of business premises.
b. Has annual sales of more than Rp300.000.000 (three hundred million rupiah) up to a maximum of Rp2.500.000.000 (two billion five hundred million rupiah).
3. Medium-sized enterprises are stand-alone productive economic enterprises, carried out by individuals or business entities that are not subsidiaries or branches of a company owned, controlled or become part directly or indirectly with Small Business or Large Business with net worth amount or annual sales results that meet the criteria:
a. Having net worth of more than Rp500.000.000 (five hundred million rupiah) up to a maximum of Rp10.000.000.000 (ten billion rupiah) excluding land and building of business premises.
b. Has annual sales of more than Rp2.500.000.000 (two billion five hundred million rupiahs) up to a maximum of Rp50.000.000.000 (fifty billion rupiahs).
D. Hypothesis
Based on the description above, the hypothesis can be stated as follows: H1: Entrepreneurial marketing positively affects competitive advantage. 
A. Sample and Data Collection
The population of this study is 34 small culinary souvenir industry in Jalan Mojopahit Medan, Indonesia. This study implement saturated sampling technique. That means all 34 small culinary souvenir industry in Jalan Mojopahit Medan, Indonesia are used as the sample.
B. Measures
All construct are measured using five-point Likert scales ranging from 1=strongly disagree to 5=strongly agree. This scale consists of 7 dimensions, namely pro-activeness (8 items), calculated risk-taking (8 items), innovativeness (8 items), opportunity focus (8 items), resource leveraging (9 items), customer intensity (9 items) and value creation (6 items). This research is using five-point Likert Scales ranging 1=strongly disagree to 5=strongly agree to measure competitive advantage.
In this study, questionnaire for performance appraisal using a subjective scale, that is the perception of the manager or owner of the industry
C. Analysis and Results
The results of the instrument's validity and reliability test of all the variables shows that it is valid and reliable. 
Opportunity Focus on Competitive Advantage
The entrepreneurs always try to find new opportunities to enlarge and improve the business. This can be seen from their answers to the questionnaire where they always pay attention to the changes that occur in the market to identify new opportunities and also develope their products by asking for advice and feedback from customers. Business actors always pay attention to the changes that occur in the market and tries to find opportunities to be utilized. Focus on opportunities is one of the driving factors in achieving sustainable competitive advantage.
Pro-activeness on Competitive Advantage
Pro-activeness and opportunity focus are two things that cannot be separated to achieve competitive advantage. It has been proven that the business actors are focused on opportunities and it has a significant effect on competitive advantage. But focusing on opportunities will be useless if not accompanied by pro-activeness. Take the initiative to materialize the plan and take steps to materialize the opportunities that have been identified is very important for a business to excel in competing. Business actors there always take the initiative to find the best and consistent way to improve their business.
Customer Intensity on Competitive Advantage
The concept of Customer Intensity can be interpreted as an adequate understanding of the target customer's purchase with the aim of creating a superior value for buyers on a continuous basis through seeking information about customers and services. The differences that occur from this research, Octavia and Morish is the lack of knowledge of business actor about the importance of Customer intensity. Typical business actors focus on quality but do not pay much attention and seek information about their customers. Another reason is because this object of research and Octavia is a business engaged in the product causing customers to receive less attention. Therefore, the results of this study of variables on competitive advantage is not influential.
Risk-taking on Competitive Advantage
Risk taking almost has a significant effect on competitive advantage but it is not. Business actors on Mojopahit Road are very close together and show very tight competition due to the small and close location. But this study proves that risk does not affect the competitive advantage whereas we know that all business must have risks, especially the way Mojopahit is controlled by Zulaikha shop. From the results of observations by researchers, this happens because the business actors do not expect the sale of ecer in their store. But business actors are distributing their products to distributor outlets in the vicinity of Kuala Namo airport. Therefore, although the market seems to be dominated by Zulaikha, it is not a threat to other businesses. Although occasionally these businesses are at risk for losses if their products do not sell in the distributor at the airport. For this reason the risk-taking in this study shows that the number 0.078 is almost significant.
Resource Leveraging on Competitive Advantage
SMEs have very minimal resources so that SME owners should be able to use the resources as much as possible. Medan's unique souvenir businessmen on Mojopahit road have used the maximum resources in their business operations starting from the best possible use of raw materials, production efficiency from time, place and cost to recruiting multi-tasking manpower. This can only be done and is very important to do in small-scale enterprises (SMEs) that have very limited resources.
Value Creation on Competitive Advantage
All business in Jalan Mojopahit is the same that is selling typical souvenir of Medan and its store very close to each other even side by side. Each store creates and assigns the same value to each customer. If there is a store that gives more value, the activity is immediately followed by another store because information about competitors is very transparent and very easy to obtain. Value-giving and value creation are insignificant in this context because customers no longer feel special attention when each store gives the same value. Therefore, value creation in this context is positive but not significant.
Innovation on Competitive Advantage
Innovation is crucial for the sustainability of SMEs, but in the souvenir of souvenirs whose markets are migrants and tourists, it is not easy to introduce new products. Therefore, SME business actors by on the road Mojopahit not risk to innovate more. The innovation is only a combination of flavors or shapes of products sold. This too can easily be replicated by competitors' efforts because the location is too close together and the information is too transparent. This makes the business actors in Jalan Mojopahit reluctant to innovate because the idea will be very easy to imitate competitors.
As seen in table 1, the adjusted R2 is 0.913. That means entrepreneurial marketing explains the 91.3% of the variance of the competitive advantage. Multiple linear regression test shows that dimensions of Entrepreneurial Marketing significantly influence competitive advantage (F = 50.262; sig = 0.000). Partial test indicates that the three dimensions of entrepreneurial marketing namely: opportunity focus, proactiveness, and resource leveraging positively and significantly affect competitive advantage. Regression analysis results support H1, H2, and H5 hypothesis.
IV. CONCLUSION AND LIMITATIONS
Based on the results of the analysis and discussion done in this study, the conclusions are:
1. Based on the F-test, Entrepreneurial marketing through its variables namely: pro-activeness, opportunity focus, customer intensity, innovation, risk-taking, resource leveraging and value creation simultaneously have a positive and significant impact on competitive advantage in small culinary souvenir industry in Jalan Mojopahit Medan, Indonesia.
2. Based on the T-test, only the variable of opportunity focus, proactiveness, and resource leveraging have a positive effect on competitive advantage. Customer intensity, risk-taking, value creation and innovation variables do not affect the competitive advantage of small culinary souvenir industry in Jalan Mojopahit Medan, Indonesia. The variable of opportunity focus has the most dominant influence on competitive advantage.
3. Based on the calculation of the determinant coefficient (R2) shows that 93.1% of entrepreneurial marketing variables have a very close influence on competitive advantage Nevertheless, this study has several weaknesses such as sample and populations are limited to a very small area, and it makes some innovations and actions being easily copied by the competitors. Therefore future researches are suggested to widen the scope of research, perhaps in one city.
